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ABSTRACT \ • V * 

* The responses of 36 publishers and editors of city 

magazines — magazines such as "Chicago," ^MPLS," and "Texas Monthly" 
that are published primarily for a local or regional market-^provided 
data for an analysis of the positioning of these magazines in the 

jpedia marketplace, factors leading to their success, their audieoce 

composition, and their problems. The editorial content of such 
magct^ines is usua:lly "in a jaunty, informal style, and typical 
articles are inf ordational, investigato.onafl, or personality profiles, 
vith' a r^def init^ly local orientation. Survey respondents attributed 
the success of the magazines' to the fact that they fill the gap 
between, national and local media,* aiming a particular editorial style 

'at an audience that advertisers see as potentially good customers. 

• Readers vere most often characterized by .the magazines as affluent', 
vexl-educated consumers, obvibusly an appealing gro^p to advertisers 
who are villing to pay a premium to reach such markets. With all 
tlieir success, however , city magazine publishers noted several 
problems they must surmount, including establishing a strong local 
identity; building circulation; finding good editorial 
sources/materials; the burgeoning costs of paper, printing, , 
personnel, and distribution; and acquiring advertising support, 
especially froor national advertisers. (A liTst of survey respondents 
is attached.) (RL) ^ 
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/- Tile prdilferitloil of city na9Mlnes--maga2ir.es published primarily 
' forJ. lo«l or r Jonal.market-;^as been -a. major development In mass media 
'oyir the past.15 Lris. Featuring content usually designed to st1n«late, .. 
-1nWn.V='n=' enter/a1n/the local area.reader. city magazines compe^fe with 
litlinally distributed magazines and local newspapers for their >ud1ence. 
»,Ued1»:1s iowl'ng In Importanceicause of Its editorial content aW 



because of .its/potential, as aivadvertii 

!'. > : - ■ : . * ' 



medium. 



■ f 



Pturpose and lfethod of study 

■ : jhe pur/ose.of ;this.study-1s to analyze ihe city maga^^^ 
■ -'perceived bi pabHshers, and' edjtofs of such magazines. The'pflmary data ' . 
- .gathering /echnique was a tbree pagS questionnaire that was mailed to - 
'' publisher/ arfd edftors of citf magazines .as liste* In Standard _Rate and Data . , 

service./ SRDS lists most,.t.ut probably ,not all, such publications in.the^ ■ 

■ Ur#ed /tates. - The^uestlonnatre and a self addrdssad retMrn envelope «ere 
■ Mlled A, September, 197S. A followup was mailed three weeks later, to 

publiiers who-had not responded to the first mailing. : _ . 

Response was, excellU. and well above the level ofien considered ; 

• adeiate. Of SV questionnaires mailed. 36 were completed and returhed, for: ^ 
a Jponse rate -of 71 percent. The vpluminou,, answers to some of the questions ■ 
ar/ indicative of thoughtful responses.^ ' , ' ' ,- 

Vhe questionnaire Spcussed on the pos1t1on1not:the magazines in the . 
'ed1a marketplace,;f*tors leading to .success^lence composition an^^ 
prtibl ems facing the industry. ■ ■,. • V - - " / 
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The Griwth -of city Magazines ' 

V . ■ ..- ■ ■ - ■ .. ' . , . . 

Early city ^tiagazlnes appeared primarily In'the largest metropolitan 

areasj, sonf having begun as offshoots of telev>|1on program guides, dining 

''/•*■.' ' ' . • ' " ■ • ■■ ■ \ ' 

guides or'other publications. Chlcagb began as Chicago Guide , ,a free 

■ " ■•/ ■ ■ ■ ■ ' ■ . I ■ ' ,•, ; . 

circulation publication 1n 1952. and New York at one time was a Sunday 

suiipfement to -the Herald-THtonfi .^ Generally the period 1962-il 974 brought 

the greatest growth in^. numbers in: the^ field. ^ ; j- 

Today, most city magazines serve cities of 750,000 population or 
more. ^ few serve considerahjTy smaller markets^ and a few are more 
properly laben«d "regional" than;"cnty." One such publication>s^Texas. 
Monthly , which serves the metropolitan areas of Texas. 

Of the city magazines listed in SRDS, the largest circulalTion is that 
of Texas Monthly (158,007) : smaljlest .is that of Tucson (S.Opef). The 
publications are shown in Table I. , ' 

- Table I Aboiit Here - 

■^, , • . V ■ ':\ , . 

Editorial Content ' ^ \ 

In its stylei the city magafzine is oft<in Ch^racter1*zed by jaunty, ■ 
open informality. In the selection o^su'bject matter, cover des\lgn and 
writing style, the city magazine diverges from the more formal approach 
often asso^^ated with some;n.ational magazine? and reflects, as its publishers 
say, a modern a[mroach to changing; lifestyles in the city. 

Types ofT^rticles' range broadly, but the most popular appear to be 
of thrums : ( ^) 1 nf orraat i onal , ( 2 ) perTcTnari ty-prof -^s and (3) - -~— 
^v^tigational . Most have a definite local orientation; Herbert Li pson, .\ 
publisher of Phi lacfelphia said, "We wouldn't dp a piece on J.erry Ford unless 
. It turned out he was , born in Philadelphia.""^ . . . 



! ■ ■ 



\ TABLE I ■ : .. , 

CIRCULATION OF CITY MAGAZINES FOR WHICH , 
RATE AND DATA SERVICE DATA'ARE AVAILABi 



AtTiilta* 

BaHimoge^ 
^ Boston. T ^ V 

Broward 'Cifr -^Ft^ . Lauderdal e ) 

Bum 10 spree ' 

Central Scene (Orl apdo ) 

Chicago " > 

Chicago's Elite . . 
♦ Chicago Life ' ^ 

Cincinnati* " 

C'leveland " ' . , 

Coast (Los AngeVes) 

gaT58» ' 
/ Delaware Today 
^ Desert SI 1 houette ' s Tucson 

D, the Magazine of Dallas 

Exclusively Yours, Ninnesota 

Exclusively Yours y Wisconsin 
• Fairfield County (Connecticut) - 
, Gol d Xaast Pictori al ( Ft . Lauderdale) 

Honolulu ' = ■ , 

Houston* . ' ' 

Houston Home and Garden 

tiudson Valley ~ 

Long Island 

Los Angeles' 
. ' Louisville* • ^ 

" Metro (Newport News , Va . ) 

Miami " . 

MPCS" . • 

TtasHymel ' 

Kew .exico ' ' ' 

Nbw Orleans 
New Worlds - . 
"Grande County Illustrafed ( Cal i f orni a ) 
Orlando-Land ~~~ ~ 
Palm Springs Life 
Philadelphia 
Phoenix . ^ 
Pittsburgll ' 
San Antonio* 



^n-Pteqo- ^ — ~ 

San Francisco • - 

St. Louis 

Sandlapper (South Carpi ina) 
Texas Monthly 
Washlngtonlan 
Westchester . 

. ' ' ' ' 
SoUrce;j SRDS, August 27, 1976 
* Spoijsored by Chamber of Commerce 



CIRCULATION 

2?,6:ia 

15»(j00 
39*971 
19,700 
18,000 
6,500 
. 154,064 
. 26,000 
23».588 
- 14.585 
40,836 ' 
85,992 
11,103 
8,073 
i 5,000 . 
3 37,265 
35,000 
31,753 
26,500 
15,166 
26;740 
13,472 • 
35^006' 
20;000 
30,000 
121,117 
. 8,873 
20,303 
25,900. 
- 23,921 
i . 11,148 
71.222^ 
24,54a 
61,?47 
22:i$52 
28,104 
61,938 
121,697 
58.061 
38,793 
9,500 

— ^^T369- 

36»385 
25,000' 
16,403 
158,007 
' -59,1)0 
30,000 
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A sampling of recent articles: 

■ ■ • .1 

■ . » . t \ 

"Stop Before You Sviallow," a warning against unsu$pec 



/ 



:ted side effects 

of prescrlptloif and nonprescrlptioiv drugs. ( WestCliester ; Nbvei»ber, 1976) ^ 



"A story about the future of Nashville's Music Row and 



the contiQoversy 



surrounding the evolution of , (»ui(*«sr. music, ( NashviUe , fa l^^,^) 
v"To Lease or Not to Lease," an analysis of the advantagejs and dis- 
advantages' of leasing In Minneapolis. tWP^ 
A story about finding anVhpnest-a^ 

September. 1976) ; I, . J^. - ' ■.' 

\ "What Your House Tell s About/You" ( Philadelphia , Obtober , .l'976) 
"Best Dressed Men in Dallas" (£; September, 1976) 
"Piercing the Stereo Mystique: How Much Is Enouc^li?" ( San Diego , 

November, 1976) 

VRating the French Restaurants" ( San Diego , November, 1976> 
"Vour Giiide to Pop Wine: Rating California's Vulgar Vintages." 

( Coast t -October, 1976) 

The Editor-Publisher View j. •* / 

Why have, the publications caught oh when the magazine industry general^ 
has not been enjoying its best years? They reflect a pattern Jwhich magazine 
Historian Theodore Peterson referred to as early as the 1950's. In Tils book 
Peterson noted the d em ise o f the mass circijlatipn general Interest publication 
The class publication was .be^pirfing the dominant magazine type, serving a 

^.highly iegmented audience with specialized content.* The city magazine < 

'^oes just that. 

^ The city magazifie can offer excitement to its readers. Stepfierj M. ' 
Silverman," editor of Coast Magazine , says, "People want to feel they \elong 
in an exciting environment; these cHy books often come off as making the 



town seiem ' chic'.'* Another publisher said, "People want to read about 
themsetves and the place they live."' Another said, "Vie care about* the 
Issues they care about." Significantly, W1>1 1am Kenzle, publisher o^ 
MPLS , pointed out, "Having a city that's Interesting helps." ' 

Sonfe publishers of city-magazines believe the success of their 
magazines Is due largely to a void left by national and other local media. ^ 
These weaknesses Iri Other media are seen In editorial -content, audience 
composition aud^Ultlmately the medium's usefulness to the advertiser. , 

\ Samrve* Johnson, edi tor|of San Antonio Magazine , attributes h^r magazine* 
success to the nature of its content: 

/ "Newspapers generally stress hard-core news and there Is usually 
little space given to human totei^st stories or interesting, ^ 
Informative arlcles of a broader lature.concerned with economic 
dev45lopment, business personalities, etc; City magazines, typically 
address their articles to thi| sector." ^ ^ 

1^ James ICil lings worth, publisher of Orange County Illustrated , said,; 

"The successful ones fill a localized need that cannot t)e filled' 
(even with *'Zone' editions) by national magazines, Me can, zero 
in on a problem or situation that affects most if not all of the 
area we^ serve. .Additionally, we can provide service that even 
the newspapers cannot: monthly calendar/dining guide, etc. We can ^ 
coimunicate with meaningful. directness in pur editorial coverage." 

Wick Allison, publisher of D. The Magazine of Dallas , wrote that ^ 
national magazines are "out of louch" and "unable to provide si^ecific 
service information." Taking a similar position, Walter A. Forbes, of 
Connecti cu'^ Twrote of service pieces aS "an Vrea newspapers and national 
magazines traditionally avoid.**' , 

Commenting on the local newspaper, one. publisher pointed a finger at 
the "gutless" press that left a void that his publication could fill. 
Another publisher, Thomas. G. Fitzmorris, of New Orleans , said city 

• * 

magazines "do what TV wonft do and what newspapers do clumsily ~ th^y 
discuss the city in a conversational way," . 



The Business Aspect " ^ , * 

/ From an. advertising standpoint' on6 of the strongest differentiating y 
chaf«c;ter1s^1cs of the city magazines Is their audience composition. • 
Noj; i»»ly are the magazines selective geographically; aliri6s| universaTly, 
they s6rve a dembgr'aphlcally h4 quality market. The single most heaV^lly ,\ 
used claim In the Industry Wxh^ the reader of the city magazine \ 
upscale, well educated and well heeled consumer. He is characterized as 
being comfortable but not cOn^t; he Is alert, concerned ard. from the 
adve^iser's ^'tandpoint, potentially a very good customer. 

Chicago's Elite can probably make the most extravagant a\|d1ence.cU1ms, 
of alVcity magazinfes. Its publisher claims that its readers 'Snedl an annual 
income is $86,000/ 98 plcent of its readers have a current passport; 40 
percent own not one but two homes; 3&' percent have given a son or daughter 
an automobile costing in excess of $8,000.5 , 

Although most magazines cannot.?l^|m the -audience demographics of 
Chicago's Elite , they can make ioj^limpr^sive claim^. TheJncCtne and 
education levels of c1t^ magazine audiences lean strongly toward the uppeJs^ 
• end of the scale, as shown in these seftted. data from magazines of ; 
varying circulations: , 

- Table II Ab<Jtit Here - \ / 

' The advertising 1mplicat1*s of the.A^iepce compasition are^bylous/, 
Leonard Quinn s^aid. "Advertisers ^re willing to pay a premium to reach - 
this .generally affluent market.'.' ' 

J. Stanley Heuisler, publisher of Baltimpre Magazine said. "As ad 
agency media people become increasingly selective in their strategy, city • 
magazines become 1ncreasingly-ecOnom1cal---^y're looking for the ^ 
hold earning $25,000 a year or more." 



r6r 



circulation 5,000-14, 




1. ' HoiJ«;^-.r>n 

'2. Lbuisville 
Circulation 15,000-24,000; 

1. MPLS 

2. SandVapper 

Circulation 25,000-34,499 

1 V Fairfield County 
2. Honolulu 

Circulation 35,000-44,999; 

1. Cleveland " , , ■ 

2. The Magazine of 
Dahas - 

Circulation 45,000'+: 

1 . Los An geles 

2. Philadfir.hia 



. • Percent / ••^ , 
ercent College Professional. >led1an farcatit dwhfhg 
' aduateg: ■ ' Managerial Income Homey 



69% 
89% 



43% 
84% 

■ )' 

96%* 
54% 



72% 
64% 



66% 

30% 

r 



78% 
70% 



78% 
78% 



98%. 
63% 



76%. 
67% 



63% 
32% 



$46,300 
$29,^300 



83% 

85%: 



■$40,0.00(est) 
$27JdO' 



$22,778 
•$25,000(^estj 



$29 ..060. 
$14,308 



95% 
92% 



68% 
.79% 



$25,000(esty v 74% ■' 
$15;000(^s:t^) ■ 




TABLE. II: Audience Cony^osition of, Selected<ity Madazines. Source; 
Publishers' stateRients. > " 
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• Problems Facing ttiV City Magazine " ' ' ■ V* - 

As optimistic as Industry; spokesmen appear tq be, tK^ dty'raag^ 




w1tiw)ut Its proMems, Publishers noted^ several .>ob1ems .that exist ^ 

city magazine business:^ . ' ^ - M " • * 

1. Establ ishing a strong local . identity. If a city hiagaz3»6; is toV . 
succeed, 1t must have a Vai son d'etre . From a marketii^ staadpoint^'it ; 
must be positioned in such a way as to 'take advantage of whatever ^id is , 
left by existing local and national media. r 

2. Buildfng circulation, perennial prOb3|.-^^itf;^^^ mag-^^ 
azines, this problem also faces city 'magazines .VXf^Use of tli^ic.k.of \ 
economies of scale-low circulations and; ther^t^liigh cost per |housands^. 
the city magazines are at a disadvantage In xompeting yi}t\\ other media. 'E. \ji 
Prizer. of Orlando-land , said, ^here afe f6w reasons why a big-budget nat1q#Jl 
advertiser should pay high cost per M when h» can get^^ better rates wltli^; 
othec\media." • ' • . .-^v- : , - ' , . ,V. 

^ ' : * ^ ■ i 

' To build circulation, tho p..hiit^pr Qf^arfiAntonlo has-mobiUzed the^ L v 
■ V * • ■■■»- ■•. ■ ' • ■ ■ ■'■■''•>?- 

'■Boy Scouts of America in a "San Antedtorcallihg'' campafgn; to increase , 

circuUtion to a-minimuni -20,000 reacfefsf ; .at^entralHcepe, a staff membVf, 
contacts and works with orgajiizatfons infested in seljirig subscriptions .| 
asjb moneymaking project. Mashvi 1 1 e ! is : e>c{)er^t1ng with a telephon| 
sales department al an alternatij^to d'irert mai^^^ - ^ 

}, Finding good editorial material . • This ^problem; Is second only t(|l|^^ 
circuVa'tlon problem. In magazines relying prjin^rily on staff memtSers^andHn^^ 
those using freelancers, finding thoughtful , well !writf^n stories l^^ rteveT^:^/ 
ending search. George ^Crvfp of MetHO, said, :!£!eJxh: wfe^^^^^ to run,.severay-. 
InveBtigative researched articles each year. Finding Competent writers 



O wi.il1ng to commit themselves to J;his type of .writing has been diff itult.J'. 
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wick AlllsAn, df. D, observed that fiis market ". . Hsn't mature enough yet 

■ ■ , ■ .' --^ ■■ ■ ■■ ■ : ■ ■ ■ ' ... ." ■ 

. to support quality free lance wr1t«frs; .Things are better, but we have a 

long way to goJ' Other publfshers-and. editors shared that belief.' 

Two responses revealed Widely diverging Opinions of ways In which to 

reduce the problem of finding gopd editcfirlal content. Joanne ^^yers, of 

Broward life. Is "enlistlnjj the support of more college student journalists 

. . In contrast, Tom McNulty, of Chicago's Elite , complained , "I might 

say, there are a lot of people coming out of the joiirnalism Schools who 

think magazines and newspapers are not a business- which, has to be run Tike 

any other business. Too many people want to be ^the great American/writer /^ 

and not worry kbout who's milking the money to keep every^'ing going from, dj^y 

to day. Who needs them?" ■ , • - 

4. Cos4;s of al l types. During the past three 'years, cost Increases 
that haV^hlt /other businesses have also affected thfe publishing Industry. 
Paper, printing, personnel and distribution- costs have Increased dramati- 
cally. 

5. V Acquiring advertiser support, in particular national^ advertisers. 
Although this has be^n a common problem among most city magazines, the 
pub^^lshers seem confident that as their magazines grow In quality aind.ln 
readership, advertls^er sfllpport will improve. Some of the publishers noted 
the excellent graphics of magazines and the fact that a retailer who wants 
to run a professional looking and Impressive prfnt 'adverti semen t haa very 
little choice; the retailer can use the loqal, newspaper and settle for a 
low level of quality of reproduction, or he can use a city edition of-a 
national metgazine and forego the bell evabiVity that the publishers claim* 
is Inherent In a good city magazine. The third, and j)ften the best, 
alternative open to ttia retailer is to use the city magazine. 



The Future .. t . ■ ■ ■ 

The urban survtval manual , a:? it ts referred to by Time , has, become 
a significant medium of communications.^ It has found an Important, albeit 
narrow, niche in the marketplace in large and medium "sized metropolitan 
areas. Through careful writing, and editing and clever positioning, it has 
grpwn jn a sometimes uncertain industry. 
* However: ' ^ 

. "Even a city magazine that follows all of the rules is not 
guaranteed Isuccess, of course, particularly in difficult 
eponomic times. Production costs, and in particular the 
price of paper, have risen at a staggering rate in the past 
year, far above the general rate of inflation,- and have wiped 
out the profit margin at some 'publications. "7 
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The author expresses his appreciation, to the publishers and editors 
who responded so generously to the questionnaire: 



Wick AlHspn, publisher 
s Edward J. ftrennah, president 

^ and pijblisher 
' Gary Brown > publisher 
Marsha'^ Carr, editor \ 
Georsfe A. Crump, publisher. 
Libby Ferguson, mahgiging edi4;Dr 
Thomas G. Fitzmorrfs, editor 
Walter A. Forbes, publisher- 
Nanqy N. Glick, editor 

^nd publisher » 
Lute Harmon, publisher 
Charles F. Herd, publisher 
J. Stanley Heuisler, editor 
Sammye Johnson, editor 
William Kienzle, editor 
James C. Killingsworth, 

publisher and editor 
Michael R. Levy, publisher 
D. Herbert Lipson; publisher 

Tom McNulty, /advertising 
director 

D. F. Delle Monache, publisher 
JosejJh L. Mrantz, publisher 
Joanne Myers, publisher 

Vita R. NelsA, editor 

and publ isner , 
Dennis Nix, publisher 

E. L. Prizer, publisher 
-"teftgjftrd Ar ^Qu inn, publ i s her 



D, The Magazine of Dallas 
Fairfield County Magazine 

Sacramento Valley Magazine 

Houstoh MaqazTne 

Metro 

The St> Louisiana 
/New Orleans Magazine 
Connecticut Magazine 
The Central Scene 

Cleveland * 
Louisville ^' 
Baltimore Magazine 
Sah Antonio Magazine 

Orange County Illustrated 

Texas Monthly . 
Boston Magazine^ and Philadelphia 

Magazine 
Chicago's Elite 



Los Angeles Magazine 
Honolulu Magazine 
Broward Life 
Westchester Magazine 

Tucson Magazine 
Orlando-Land 
Delawarg Today 
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6ob4il. )Row1and» editor 
Ron ^isnan, managing editor 
Edwin F. Self, editor 

and publisher 
Norman Shavin, editor 
Stephen M. Silverman, editor 
Frank E. Smith, publisher 
urney Stevens, Or., publisher 
rb Stein, editor 
ithleen Turner, editor 
.Kenneth A. Welch, publisher 



Sandlapper 
Hudson Valley 
San Diego Magazine 

Atlanta 

Coast Magazine 
Cincinnati Magazine "*" 
Washvllle: 
Pittsburgh Magazine 
Dayton U.S.A. '* 
Phoenix Magazine 



2^^'Urban Survival Manuals," Time, March 29, 1976, p. 64. . 

3"The Payoff in City Magazine," Dun's , November, 1974, p. 72. 

^Peterson. Theodore > Magazirves In the Twentieth Century . Urbana, Illinois: 
- University of Illinois, 1956. 

S chlcago ' s El i te promotional brochure, 1976. 

6"Urban Survival Manuals," Time , March 29, 1976, pp. 64-65. 

7"The Payoff In, City Magazines," Dun's , November. 1974, p. 72. 
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